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index of Marketing & Media Decisions for 1981, arranged by subject and content, 
and including feature articles, regular columns and departments. This 
supplements indices published yearly; copies are available from Decisions. 


ADVERTISING AGENCIES 

Recession’s sting is minimal for agen- 
cies — 4A’s survey. Jan. p. 46. 

Getting ahead in the Media Decade 
—Sweeping changes in media have created 
an unprecedented opportunity for leader- 
ship in ad agencies by media people. May 
p. 59. 

New tune for media and research to 
dance to — More and better cooperation 
needed in agencies (ATSI-Spiegal) June p 
108 

Creamer’s media mix — An overview 
of media operations at Cremer, Inc. June p 
72. 

Gardner has a word for it — Produc- 
tivity — Evolution of the media depart- 
ment at Gardner and how Advancers was 
created. Oct. p. 66 

Is ‘industrial’? agency a vanishing 
breed? — Large agencies have been buy- 
ing up industrial specialists but haven't got 
into the bigger shops. Nov. p. 66 


AGENCY, ADVERTISER AND 
MEDIA PEOPLE 

Testing, testing, testing — Ira 
Weinblatt of Dancer Fitzgerald Sample of- 
fers a guide to 45 top test markets and how 
to use them to best advantage. Jan. p. 60. 

Jules Fine, director of marketing, 
Ogilvy & Mather, named Media Person of 
the Year. Jan. p. 73 

The cable rep entrepreneurs —- How 
the business is developing. Feb. p. 72. 

Management of the advertising func- 
tion — The product manager system can 
and should be improved (ATSI-Claggett) 
Feb. p. 93. 

Media reps needed more than ever 
Feb. p. 174. 

Bob Coen’s numbers game. Mar. p 
74. 

Getting ahead in the Media Decade — 
Sweeping changes in media have created 
an unprecedented opportunity for leader- 
ship in ad agencies. May p. 59. 

Our greatest asset — Why 


110 


advertising/marketing men like their jobs 
(ATSI-Cole) May p. 90 

The continuing war of Joe Sugarman 
and the FTC. June p. 28 

Ad managers salaries sliding behind 
inflation. June p. 56 

How Bill Tanner makes $2,280,000 
out of $510,000 
erate swaps products for broadcast time and 


Nationwide conglom- 


print space. Aug. p. 64 

800-number wizard — Charles 
Ruffman How Ruffman Marketing 
Service operates its 800-number telephone 
service. Sept. p. 118 

Media should speak up! Media 
specialists have not been aggressive 
enough in putting their ideas forward. Oct. 
p. 116. 

The brand manager circa 1982 — A 
a story-book brand 
manager. Nov. (A) p. 118 

Contemporary view of how to succeed 
in media by really trying — Young media 
pros (female) point out attributes needed to 


composite view of 


succeed in increasingly complex media 
environment. Nov. (A) p. 126 

Innovative thinking — the competitive 
edge - 
needed characteristic will be innovative 
thinking. Nov. (A) p. 132 

The stars of tomorrow will write about 
media — William Phillips, chairman, 
Ogilvy & Mather, sees media as an increas- 


William Claggett says most 


ingly important place to work in the 
1980's. Nov. (A) p. 135 

The reincarnation of agency tv pro- 
gramers — Agency’s role in program pro 
duction is made more prominent with the 
advent of cable tv just like the old days. 
Nov. (A) p. 136 

Bill Marsteller relates his principles in 
book ‘‘Creative Management.’’ Nov. p. 
48. 

Walter Reichel (Ted Bates) vs. the tv 
nets — Recommendation to invest 5% of 
all package-goods tv budgets in Ted 
Turner’s Superstation strikes nerve on 
Madison Ave. Nov 68 


“As they see it’’ columns 
on agri-media by: 

Mel Dolinky — Agri-media is changing 
— here’s how. Jan. p. 98 

Joe Pratt — Importance of looking be- 
yond the numbers — look at editorial con- 
tent. Feb. p. 90. 

Susan Harrison — Doane/Telmar link 
points to new norms. Mar. p. 106. 

Tom Tiedemann — 
but not indefinitely 


Agri-media plan- 
ners can fool clients 
Apr. p. 94 

Art Fraser 
— Farm media are focusing more on per- 
sonal problems. May p. 95. 

Roger Gaylord 
it’” — Spot tv, while not efficient to reach 


— Focus on the human side 


~ **But we can’t afford 


farmers, can be effective. June p. 109 

Mel Dolinky — Tv or not tv is that 
the question? When bought efficiently, 
tv can be competitive with other media for 
farm products. July p. 183 

Susan Harrison — Are ag advertisers 
using 25-year-old technology? Are we 
doing everything we can to keep up-to- 
date? Aug. p. 103. 

Tom Tiedemann — 
precedent — revisited — Agri-marketers 


1982°s creative 


should learn that selling with broad-based 
media (tv) can be effective. Sept. p. 98 

Art Fraser — North vs. South and vice 
versa — Some thoughts about differences 
between farmers. Oct. p. 102. 

Mel Dolinky — Using non-farm radio 
(programs) to reach the farm market 
Farmers listen to radio at other than tra- 
ditional farm time. Nov. p. 86. 

Susan Harrison — A little knowledge is 
a dangerous thing — Agri-advertisers 
should subscribe to Agricom’s Agricultural 
Broadcast Media. Dec. p. 86. 





Articles indexed “Nov. A” 
appear in Decisions’ 15th 
anniversary issue, “1982, Year 
of Media Change,” published 
November 1981. 
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BUSINESS PUBLICATIONS 


New proof of industrial ad values 
—Cahners study of industrial ad values of- 
fers new proof that advertising is tied to 
profits. Feb. p. 64. 

To cut or not to cut? — In recessions it 
Shouldn't even be a question. Apr. p. 74. 

New Chilton ad readership service re- 
ports “‘why’’ not ‘“‘how many.”’ May 
p. 54 

Print media holds its own with indus- 
trial advertisers. May p. 144 

North and South battle for industry 
—In search of new industry, general busi- 
ness, in-flight and site magazines are most 
popular media vehicles. June p. 66 

Word processing’s fast track to 
growth — Growth is fueled by ad spending 
in trade and general business magazines, 
in-flight books and network tv. June p. 70 

Sid Sax, easy Ryder — How and why 
Ryder Truck Rentals uses business publi- 
cations. July p. 40 

Kodak’s copier focuses on business 
publications — General business, news- 
weeklies and office management publica- 
tion form base of market-by-markei intro- 
duction of Ektaprint copiers. Sept. p. 68 

Can Parker write-off the competition? 
— Two-million dollar campaign (spot tv 
and print — general magazines and trades) 
used by Parker in effort to regain number 
one spot. Oct. p. 74 

Research on ad impact — CARR 
(Cahners) research provides evidence on 
readership of business publication ads 
Dec. p. 38 

Why Wang is sold on tv - 


relies on print ads in general business mag- 


However, it 


azines and vertical trade books to develop 


leads. Dec. p. 62 


“As they see it” columns 
on business pubiications by: 


Henry H. Platek — Left off the 
schedule — Being left off means that you 
have to bear down heavier for the long run 
Jan. p. 100 

Mike W. Walsh A look into the 
1980°s — The business press should plan 
to combat the “‘possible’’ inroads of cable 
tv. Feb. p. 84 

Karalee Arrigo — Inquiries: Bane or 
Boon? 
quantity, can lead to other lucrative 
findings. Mar. p. 94 

Henry H. Platek — Entering 
of the hassle’’ — Buyers should negotiate 
for the best deal. Apr. p. 98. 

Mike W. Walsh — Inquiry volume is 
barometer of the economy. May p. 102. 

Karalee Arrigo — Isn‘t editorial what it 
is all about? — The business press could do 


Inguiry analysis, other than 


the age 


more to promote its editorial approach 
June p. 106. 

Henry H. Platek — It pays to advertise 
— in annual directories, too! July p. 178 

Henry H. Platek — The case for plan- 
ning ahead — A look at a typical media 
planning schedule. Aug. p. 103 

Karalee Arrigo — An open letter to my 
friends, the reps. — How to sell business 
publications. Sept. p. 90 

Henry H. Platek -— The advantages 
Some of the obvious reasons why there is 
nothing like business papers. Oct. p. 112 

Mike W. Walsh 
ity — Some publishers are paranoid about 


Market comparabil- 


having their circulation compared to com- 
petitors. Nov. p. 104 


CABLE TELEVISION 


Nielsen selected as most able to con- 
duct research. Jan. p. 18. 

The cable rep entrepreneurs — Cable 
has attracted a small core of reps intent on 
reaping the ad potential. Feb. p. 72 

Now is the time for newspapers to react 
to cable (ATSI — Meskil). Feb. p. 92 

Developments in audience testing 
(ATSI) — Johnston). Feb. p. 102 

Plethora of programing — Growth and 
problems of cable (ATSI — Guggenheim) 
Mar. p. 102 

Commerce sees big growth for cable 
Mar. p. 46. 

Advertisers help fill the cable vacuum 
(National Conference on Cable TV). Apr 
p. 54 

An open letter to the cable ad bureau 
(ATSI — Reichel). Apr. p. 84 

Radio in the era of cable tv (ATSI 
Meskil) Apr. p. 92 

Getting ahead in the Media Decade 
—Cable tv looms high in the minds of 
media people as an entre to the top. May p 
59. 

Cable guides are poppin’ out all over 
— Review of new guide publications on 
the scene. May p. 66 

Metro Life’s seven day media blitz — 
Agents request use of cable tv. May p. 72 

Keep magazine research mistakes out 
of cable count (Viewpoint David 
Lehmkuhl) July p. 160 

The dark side of cable — Inherent in in 
teractive cable is the ability to gather and 
store extensive personal data on subscrib 
ers. Aug. p. 62 

Out, damn spot — Jeffrey Martin Inc.'s 
media strategy is to infiltrate every segment 
of the market place through various media 
including cable. Aug. p. 76. 

Heavy hitters gear up to meet pro- 
gram demand — Major cable program 
producers introduce new projects. Sept. p 
36. 





locations of the brand reports 
and special round-up features. 
Top 200 Brands — July p. 59 
Newspaper ad leaders — June p. 66 


Automobiles — Sept. p. 169 
Business-to-business — Nov. p. 66 


Candy — Nov. p. 143 
Cigarettes — Oct. p. 171 
College market —- Aug. p. 66 
Computers — Oct. p. 126 
Deodorants —- Feb. p. 145 
Detergents — Apr. p. 169 
Direct marketing — Sept. p. 187 


Electronic publishing ~ Apr. p. 59 
Gourmet foods — Jan. p. 62 
Gum — Nov. p. 143 
Hispanic market — Jan. p. 68 


Liquor — May p. 177 


Marketing & Media Week — Jan. p. 73 
Microwave ovens — May p. 74 
Movies — Mar. p. 147 


Negotiating — Feb. p. 59 
New cars.— Sept. p. 169 
Newspapers (SAU) — Mar. p. 59 


Perfumes — Mar. p. 66 
Pharmaceuticals — Dec, p. 117 
Public tv — Aug. p. 68 


Radio, network — Nov. p. 191 
Reducing aids — Sept. p. 76 
Relocation, industrial — June p. 66 


Sex/Family — Oct. p. 59 
Shoes —- Oct. p. 120 
Soft drinks — Jan. p. 139 


Teen-agers — Apr. p. 76 
Travel — Feb. p. 74 


Video publishing — Apr. p. 59 
Videodiscs — Mar. p. 62 
Vitamins — July p. 50 


Wine — Aug. p. 151 
Word processors — June p. 70 
* * * 
Growth Markets: 
Boston — Jan. p. 115 
Houston — Feb. p. 153 
Denver — Mar. p. 163 
Hampton Rds. (Norfolk) — Apr. p. 177 
Minneapolis-St. Paul — May p. 153 
South Florida -- Aug. p. 133 
Phoenix — Oct. p. 187 





Sacramento — Dec. p. 133 











Cable has culture, but . . . does cul- 
ture get ads? — The networks have en- 
tered the cable business via culture pro- 
grams. Oct. p. 64. 

New collosus of communications 
Warner and subsidiaries are ready to take 
advantage of new media. Oct. p. 72 

Problems with cable measures It 
will be more complicated than previously 


anticipated (ATSI-Kelley) Oct. p. 108. 

Should I get involved now? -—— Mike 
Moore tells how he and Benton & Bowles 
look at the new media technology. Nov. 
(A) p. 62 

Q & A on cable research — Ned Gel- 
band heads panel of experienced people on 
the state of cable audience research, broad- 
casting and sponsorship. Nov. (A) p. 66 


Walter Reichel (Ted Bates) vs. the tv 
nets — To overcome the loss of audience 
to cable tv, network budgets should be 
trimmed by 5% to buy superstations. Nov 
p. 68. 

Cablescan — Jan. p. 38, Feb. p. 38, 
Mar. p. 38, Apr. p. 54, May p. 34, June p 
34, July p. 32, Aug. p. 34, Sept. p. 36, 
Oct. p. 35, Nov. p. 34, Dec. p. 30 





Ad hoc networks 
(A) p. 86 

Ad volume estimates Mar. p. 74 

Advocacy advertising — Apr. p. 202, May p. 84, 
June p. 59, Sept. p. 46, Oct. p. 208, Nov. (A) p 
86, Dec. p. 53 

Affluents Feb. p. 30 

Airline advertising — Feb. p. 70, May p. 50, June p 
74, Nov. p. 59 

Airline magazines 

Anacin ruling Nov. p. 32 

Annual directories July p. 178 

Audience measurement — Print —Jan. p. 17, Feb 
p. 100, p. 111, Apr. p. 70, p. 80, June p. 98, July 
p. 185, Sept. p. 70, Nov (A) p. 40 

Audience measurement (Cable) — See Cable 

Audience measurement — other broadcast — Jan 
p. 90, Mar. p. 78, p. 90, Apr. p. 146, May p. 86 
p. 212, June p. 216 

Autos — Jan. p. 48, p. 50, Mar. p. 54, May p. 62 
Aug. p. 30, Sept. p. 72, p. 169, Oct. p. 56, Nov 
p. 54 

Balloons, advertising on Apr. p. 44 

Ball-point pens — Jan. p. 44 

Banks Feb. p. 42, Dec. p. 60 

Barter — June p. 76, Aug. p. 64 

Beer — Feb. p. 44, Mar. p. 50, Apr. p. 48, June p 
42, p. 64, Sept. p. 50 

Black market —- July p. 44, Aug. p. 98, Oct. p. 50, 
Oct. p. 150, Nov (A) p. 45 

Boycott — Jan. p. 57 

Brand managers see Product managers 

Budgeting — Apr. p. 74, Aug. p. 103 

Budgets; small — June p. 109 

Burke/INTV study — Mar. p. 78, p. 90, June p. 216 

Business-to-business — Nov. p. 66 

Buying service — May p. 46 


Cable, advertisers on — Mar. p. 110, Apr. p. 54, p 
84, p. 125, May p. 59, p. 72, June p. 36, July p 
32, Aug. p. 76, Oct. p. 36, Nov. p. 34, p. 216 

Cable, audience research — Jan. p. 18, p. 88, Mar 
p. 40, Apr. p. 125, May p. 34, p. 94, July p. 160, 
Oct. p. 35, p. 108, Nov (A) p. 66, Nov. p. 68, Dec 
p. 88, p. 92 

Cable, buying 
102, Oct. p. 92 

Cable, couponing — June p. 34, p. 210 

Cable, growth — Jan. p. 40, p. 109, Feb. p. 84 
Mar. p. 46, May p. 34, June p. 74, Sept. p. 36, 
Oct. p. 72, Dec. p. 90 

Cable, government regulation 
54, Sept. p. 35 

Cable, local cable 

Cable, magazines (guides) — Feb. p. 54, May p. 66 

Cable and other media — Feb. p. 48, p. 84, p. 92, 
Apr. p. 92, Sept. p. 86, Nov. p. 68, p. 88, Dec. p 
92 

Cable, programing — Jan. p. 38, p. 40, Feb. p. 52, 
p. 84, Mar. p. 38, p. 102, May p. 34, Aug. p. 34, 
Sept. p. 18, p. 36, Oct. p. 64, Nov. p. 216, Dec 
p. 36, p. 32 

Cable, representatives 


Aug. p. 166, Sept. p. 62, Nov 


Nov. p. 124 


June p. 94, July p. 180, Aug. p 


Jan. p. 38, Feb. p 


Mar p. 110 


Feb. p. 72 





Subject-product index 


Cable, shop-at-home (interactive) — June p. 34, p 
210, July p. 32, Aug. p. 62, Sept. p. 40, Dec. p 
59 

Cable, technology — May p. 36, July p. 210, Aug. p 
35, Sept. p. 18, Nov. p. 62, Dec. p. 162 

Cable, trade shows Apr. p. 56 

Candy Nov. p. 143 

Cassette players Oct. p. 70 

Censorship — Jan. p. 57 

Census —Apr. p. 14, p. 40, p. 158, May p. 40, Nov 
(A) p. 45, Dec. p. 35 

Cereals — Aug. p. 30, Oct. p. 135 

Chemicals Oct. p. 68 

Children and tv — Sept. p. 96, Nov. p. 210 

Chinaware Aug. p. 74 

Cigarettes — Feb. p. 42, p. 78, May p. 50, July p 
30, Sept. p. 56, p. 66 (Scoreboard), Oct. p. 171 
Nov. p. 207, Dec. p. 40 

City magazines — Feb. p. 44, June p. 52 

Clouds, advertising on Feb. p. 48 

Clutter — June p. 80 

College market Aug. p. 66 

Computers (smal!) — June p. 52, Oct. p. 126, Dec 
p. 62 

Confetti generation 


Aug. p. 34 
Consumer spending Nov. p. 52 


Contests — Oct. p. 54 

Continuity, need for 

Cookware — Jan. p. 66 

Copy testing Aug. p. 44, Dec. p. 64 

Corporate advertising — Apr. p. 44, p. 64, May p 
84, Aug. p. 70, p. 102, Oct. p. 68, p. 208, Nov 
(A) p. 86, Nov. p. 104 

Corporate expansion Nov. p. 52 

Cost per strategy — Nov. (A) p. 104 

Coupons — Jan. p. 64, Mar. p. 52, June p. 34, p 
210, Aug. p. 28, p. 32, Sept. p. 59 

Crayons ] 


Mar. p. 91, Apr. p. 74 


Nov. p. 70 
Culture, networks, cable 
Cut-ins — Jan. p. 60 


David vs Goliath — June p. 64, Aug. p. 76, Sept. p 
112, Dec. p. 62 

Decisions’ Satellite Seminar Nov. p. 20, p. 76 

Deodorants — Feb. p. 145, Apr. p. 30, Aug. p. 32 

Deregulation — Sept. p. 34, Oct. p. 18, Nov. p. 30, 
Dec. p. 53 

Detergents 

Diamonds May p. 68 

Direct marketing — Jan. p. 48, May p. 110, p. 148, 
Sept. p. 118, p. 187, Nov. p. 220 

Directory advertising — July p. 178 

Discounts (Newsplan) Jan. p. 86, p. 148 

Do-it-yourself — Apr. p. 44 

Doane Media Measurement 
Dec. 1980 p. 93) 

Drugs — Dec. p. 117 


800 number — Sept. p. 118 

Electronic publishing — Apr. p. 44, p. 59, Sept. p 
50, Oct. p. 46, Nov. (A) p. 78, Nov. p. 17 (PB), 
Dec. p. 59 

Ethnic advertisers 
Hispanic, Black) 


Oct. p. 64 


Apr. p. 169 


Mar. p. 106, (also 


July p. 44 (see also 


Aug. p. 76 
Oct. p. 18, p. 135, Nov. p. 30 


Fade cream 
Fairness Doctrine 
Dec. p. 36, p. 53 
Families Oct. p. 59 
Fast-foods — Jan. p. 64, May p. 46, June p. 56 
Feminine hygiene products Apr. p. 68 
Fixed-size ads (SAU) see Standard Ad Units 
Frequency — Jan. p. 80, p. 101, Mar. p. 96, May p 
196, July p. 46 
Frozen foods Mar. p. 116, May p. 216 
Fruit juice — Oct. p. 54 
Funeral homes May p. 32 
Furniture Jan. p. 46 
Sept. p. 14 
May p. 17, June p. 106, p 


Generic brands 

Geo-demographic 
109, July p. 46 

Gold (Mexico) 

Gourmet foods — Jan. p. 62 

Growth Markets Boston Jan. p. 115, Houston 
Feb. p. 153, Denver Mar. p. 163, Norfolk Apr. p 
177, Minn./St. Paul May p. 153, So. Florida Aug 
p. 133, Phoenix Oct. p. 187, Sacramento Dec. p 
133 

Gum Nov. p. 143 

Mar. p. 70 

Health/beauty aids Apr. p. 50 

Hispanic market — Jan. p. 68, p. 159, May p. 82 
June p. 40, July p. 44, Aug. p. 98, Oct. p. 38 
Nov. (A) p. 45 

Home electronics Jan. p. 48 

Household formation Oct. p. 59, Dec. p. 48 


Feb. p. 70 
see Corporate advertising 
Sept. p. 59, Nov.-p. 64 
Apr. p. 158 


Nov. p. 50 


Hardware 


Ideas (sources) 

Image advertising 

In-house agency 

Income, household 

Industrial advertising — Nov. p. 66, p. 124 

industrial agencies Nov. p. 66 

inflation — June p. 52, p. 56 

influence, buying Dec. p. 44 

Inquiries Mar. p. 94, May p. 102 

Inserts (preprinted) — Jan. p. 64, Feb. p. 70, Sept 
p. 59, Oct. p. 17, Nov. p. 207 

Insurance May p. 72, Sept. p. 112 

Interactive cable see Cable, shop-at-home 

Introducing new products see New product 
introductions 


Jeans — Feb. p. 44 (orig. 9/'79, p. 68), Apr. p. 32 


Lawn mowers Oct. p. 54 

Leisure spending Oct. p. 52 
License-plate research Jan. p. 70 
Line of products Nov. p. 70 


Liquor — May p. 177, June p. 40 


Magazines (women’s, ad volume trend) — July p 
28, Nov. p. 207, Dec. p. 42, p. 68 

Magazines, intl. sale — Oct. p. 44 

Magazines, special interest Feb. p. 68 

Mail (electronic) Apr. p. 42, Dec. p. 44 

Mail order see Direct marketing 

Marketing & Media Week — Jan. p. 70 

Media buying services — May p. 46 
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“As they see it’ columns 
on cable tv by: 


Nancy P. Clott — What comes up must 
come down — Cable tv is a problematic 
medium; measurements are vague. Jan. p. 
88. 

Ned Gelband — Another watershed 
year for cable — A review of the past year 


and a look ahead: growth, programing, pay 
cable, radio feeds. Feb. p. 84. 

Paul Lambert — Can cable tv sell? 
Sports Shack case history. Mar. p. 110. 

Sy Goldis — Buying local cable — 
Ground rules for buying. Apr. p. 96. 

Nancy P. Clott — No simple solutions 
for CATV second verification — The hur- 
dies that must be addressed. May p. 94. 





Men, Marketing to — Jan. p. 14 
Microwave ovens — May p. 74 

Migration — Nov. (A) p. 48 

Minority markets see Black, Hispanic 
Motion pictures — Mar. p. 147, Nov. p. 52 
Moral Majority — Mar. p. 44, Oct. p. 32 
Motorcycles — Feb. p. 70 


Negotiating — Feb. p. 59, Apr. p. 98, p. 205 

New product introductions — Jan. p. 14, p. 66, 
Mar. p. 62, June p. 74, Sept. p. 68, p. 72, Oct. p 
74, Dec. p. 62 

News, as programing 
82, Nov. p. 61 

Newspaper audience research 
Sept. p. 17 

Newspaper sizes (SAU) — see Standard Ad Units 

Newsplan — Jan. p. 86, p. 148 


Olympics — Apr. p. 18 
One order-one bill — June p. 17, Sept. p. 28, Dec. 
p. 42 


— Feb. p. 80, Aug. p. 72, p 


(Three-Sigma) 


Paper (printing) — Mar. p. 72 

Paper products — Sept. p. 59 

Paperbacks — July p. 34 

Perfumes — Mar. p. 66, Nov. p. 54 

Pet market — Aug. p. 44 

Pharmaceuticals — Dec. p. 117 

Photo copiers — Sept. p. 68 

Plant city advertising — Oct. p. 68 

Political advertising — July p. 30, Dec. p. 36, p. 53 

Population — Feb. p. 52, Aug. p. 92, Nov. (A) p. 16, 
p. 28, p. 32, p. 39, p. 45, p. 48 

Positioning — July p. 35 

Postage — Dec. p. 44 

Preprints — Jan. p. 64, Aug. p. 30 

Primetime access rule (PTAR) — Nov. p. 106 

PRIZM (Claritas Corp.) — May p. 17, June p. 106, 
p. 109, July p. 46, Aug. p. 98, Sept. p. 108, Nov. 
(A) p. 44, Nov. p. 90, p. 118, Dec. p. 86 

Prod. managers — Feb. p. 93, Nov. (A) p. 103, p. 118 

Program production — Nov. (A) p. 136 

Public tv — Mar. p. 18, June p. 28, Aug. p. 68 

Purchasing power (by sex) — Feb. p. 42 


Radio, networks — Nov. p. 191 

Reach and frequency — Jan. p. 101 

Readership — Jan. p. 76 (Rosberg-pt Il), (part 
|-Dec. '80 p. 72), Feb. p. 80, p. 106 (Rosberg-pt 
lil), July p. 35 

Recession — Jan. p. 46, Nov. p. 17 

Reducing aids — Sept. p. 76 

Regional magazines — Feb. p. 44, June p. 52 

Religion and tv — Jan. p. 57, May p. 128, Aug. p. 
30 

Relocation, industrial — June p. 66, Aug. p. 28 

Rentals — truck July p. 40, car Nov. p. 72 

Representatives (media) — Jan. p. 18, Feb. p. 72, 
p. 174, May p. 104, Sept. p. 90 

Restaurants — Mar. p. 64 

Results — Jan. p. 76, Feb. p. 64, p. 106, Apr. p. 74, 
July p. 40, Oct. p. 68, p. 70, Dec. p. 38 

Retail advertising — Apr. p. 64, Oct. p. 216 


Salaries — June p. 56, Dec. p. 48 


Sales calls — May p. 96 

Satellite-to-home tv — June p. 30, July p. 42 

Satellite receiving dishes — Aug. p. 44 

Satellites — Nov. (A) p. 64, p. 80 

Self-regulation — July p. 37 

Sex — Feb. p. 42, Oct. p. 59, Dec. p. 48 

Shoes — Apr. p. 30, Oct. p. 120 

Shop-at-home cable — see Cable, shop-at-home 

Shopping malls — Feb. p. 48 

Shortwave radio — Jan. p. 52 

Small agencies — Dec. p. 110 

Small budgets — June p. 109 

Soybeans — Sept. p. 56 

Soft drinks — Jan. p. 139, June p. 40 

Spanish market — see Hispanic 

Sports — Jan. p. 48, p. 90, Feb. p. 66, Mar. p. 50, 
May p. 86, Sept. p. 64, p. 66, Oct. p. 212, Nov. p 
54, Dec. p. 44 

Standard Ad Units (SAU) — Jan. p. 147, Feb. p. 17, 
Mar. p. 59, Mar. p. 180, July p. 17, Sept. p. 80, 
Oct. p. 17, Nov. (A) p. 77 

Stock broker — Mar. p. 70, Nov. p. 56 

Strike (baseball) Sept. p. 64, (airline) Nov. p. 59 

Suburban Newspapers (USSPI) — Oct. p. 50 

Sundays (weekends) — Mar. p. 52 

Supermarket tv — June p. 62 

Sweepstakes — Oct. p. 54 

Syndicated programing — Jan. p. 46, June p. 76 


Tampons — Apr. p. 68 
Teen-agers — Apr. p. 76 
Telegrams — Oct. p. 62 
Telephone, advtg. on — Sept. p. 56 
Telephone selling — “Sept. p. 118 
Test marketing — Jan. p. 60 
Toilet paper — June p. 56 

Toxic shock — Apr. p. 68 

Toys — Apr. p. 140 

Trade-offs — Jan. p. 14 

Travel — Feb. p. 74 

Travelers checks — Dec. p. 48 
Truck rentals — July p. 40 


Uni-markets — Jan. p. 14 
Universal Product Code (UPC) — July p. 48 


Video-cassettes — Mar. p. 138, Oct. p. 56 
Video publishing — see Electronic publishing 
Video tape recorders — Dec. p. 50 
Videocassettes — Nov. p. 52 

Videodiscs —- Mar. p. 62, May p. 150, Sept. p. 46 
Vitamins — July p. 50 


Watches — Apr. p. 32 

Water, bottled — Feb. p. 40, Oct. p. 56 

Wearout (commercials) — Sept. p. 96, Dec. p. 86 

Wine — Jan. p. 46, Apr. p. 30, Aug. p. 151, Sept. p 
46, Oct. p. 54, Dec. p. 50 

Women (cable tv) — Mar. p. 38, Mar. p. 54 

Women, marketing to — Jan. p. 14 

Word processors — June p. 70 

Writing instruments — Jan. p. 44, Oct. p. 74 


Yellow Pages — Feb. p. 182, Apr. p. 208, July p 
40, Aug. p. 22, p. 40, Oct. p. 56 
Yogurt — Nov. p. 74 








Ned Gelband — New dimension in 
media transaction — With some exceptions 
cable has yet to focus clearly on its major 
advertiser benefit — audience selectivity 
June p. 94. 

Beverly O’Malley — Evaluating the 
$50 cpm — Close inspection shows that 
equally high cpm’s exist in traditional 
media. July p. 180 

Sy Goldis — Corporate exposure 
through cable — A unique opportunity 
Aug. p. 102. 

Nancy P. Clott — Spot buyers beware 
— Maturing cable tv has disrupted tra- 
ditional viewing patterns. Sept. p. 86. 

Ned Gelband — Cable good for narrow 
casting, may cut too fine — The systems 
may be aiming for targets too small, hence 
too costly. Oct. p. 92. 

Barry Kaplan — 
cable on network delivery 


The impact of pay 
The Ted 
Bates analysis of the effect of pay tv on 
network audiences. Nov. p. 88 

Manas Sternschlein — Cable tv — 
medium of distant future — It will take 
time to become a significant factor. Dec. p 
90 


GOVERNMENT 


Cut back FTC’s power, aides tell Rea- 
gan — Mar. p. 44 

The continuing war of Joe Sugarman 
and the FTC. June p. 28 

Can advertising regulate itself? July p 
37. 

Tv stations must sell time in Federal 
election races — Supreme Court rules that 
time must be sold when requested. Aug. p 
36 

Billboard ban struck down (Seattle) 
but the future is unclear. Sept. p. 34; Retort 
Dec. p. 99. 

Outdoor victor in San Diego Su- 
preme Court ruling declares ban uncon- 
stitutional (Viewpoint — Brooks) Nov. p 
138 

Who controls the airwaves FCC's 
proposal to repeal the Fairness Doctrine 
poses First Amendment questions about 
access to the airwaves. Dec. P. 53 


MAGAZINES 


Four A’s audience research guidelines 
Jan. p. 17. 

Testing, testing, testing 
magazines in test marketing. Jan. p. 60 

Feast for gourmet marketers Up 
scale gourmet magazines to reach this 


How to use 


booming market are plentiful and efficient 
Jan. p. 62 

Magazine madness — 
ticle on special-interest magainzes. Feb. p 
68 


A humorous ar 





In defense of magazine simulations 
—Rules for proper magazine audience 
simulations (Viewpoint — Smith). Feb. p 
111. 

Get ready for the video publishing 
explosion At least a dozen consumer 
magazine publishers are experimenting 
Apr. p. 59 

Sears chases the wayward shopper 
—Corporate campaign’s media mix to in- 
ciude more national media, including mag- 
azines and network tv. Apr. p. 64 

Frank, Tim and Jay make it a free- 
for-all 
syndicated magazine research prize. Apr 
p. 70 

Cable guides are poppin’ out ail over 

Publishers are rushing in to serve the 


Contenders race for $12 million 


viewers. May p. 66 

North and South battle for industry 
—In search of new industry, ads in general 
business magazines, in-flight and site mag 
azines are most popular media vehicles 
June p. 66 

Word processing’s fast track to 
growth 
in trade and general business magazines, 


Growth is fueled by ad spending 


in-flight books and network tv. June p. 70 
Magazine audience measurements 
How acceptable validation may be 

achieved (ATSI-Johnston). June p. 98 
Who said magazines aren’t dynamic 

Consumer magazines continue to show 

growth and vitality (ATSI 

July p. 185 


change, 
Guggenheim) 
Rich, but no easy mark How new 
product categories are going after the free 
spending college market. Aug. p. 66 
Rockwell’s day-after space shuttle 
coup 


choice and magazines and newspapers got 


Fast-closing media were the 
the nod. Aug. p. 70 

Lenox’s spending spree in print —This 
all-print chinaware advertiser is extending 
its budget by 40% in magazines and Sun 
day supplements. Aug. p. 74 

Out, damn spot! 
Inc.’s media strategy is to infiltrate every 


Jeffrey Martin 
segment of the marketplace through net and 
Spot tv, 
Aug. p. 76 

Kodak’s copier focuses on business 
publications 


agement publications form base of mar 


radio, cable, print and outdoor 


General and office man 


ket-by-market introduction of its Ektaprint 

copiers. Sept. p. 68 
What’s the truth? 

New Orleans Research Symposium on au 


Report on the 


dience research reveals that it is a universal 
problem without an immediate solution 
Sept. p. 70: Retort Nov. p. 220 
DeLorean rolls out his hot new car 
Introduction breaks this fall with a cam 
paign on tv and in magazines. Sept. p. 72 
Reducing aids on a media binge 
Marketers plunged into media with a ven- 


114 


geance in 1980; fatter budgets in network 
tv and magazines show up this year. Sept 
p. 76. 

Picks magazines to bypass the biggies 
— With tv getting too expensive for its 
limited budget, Sun Life Insurance devel- 
oped a magazine schedule to reach their 
target and also satisfy the needs of the sales 
force. Sept. p. 112 

When Dow spoke up, attitudes rose 
25% — Spot tv got the lion’s share of the 
$3 million budget; newsweeklies and local 
newspapers reinforced it; radio’s job was to 
get to youth. Oct. p. 68 

Can Parker write-off the competition? 
Two million dollar campaign (spot tv and 
print magazines and trades) used by 
Parker in effort to regain number one spot 
Oct p 74 

Why RJR’s in-house media move paid 
off — How RJR evaluates magazines 
Nov. p. 134 

Rent-a-car market steps on the gas 
How magazines fit into their media philos 
ophy. Nov. p. 72 

Dannon expands on the diet market 
Diet magazines and _participation-sports 
magazines are base of print effort, supple 
mented by newspapers. Nov. p. 74 

Shouldn’t magazine readership be de- 
fined more realistically? 
the audience measurement problems (ATSI 


A review of 


Papazian). Nov. p. 82 

Do birds of a feather flock together‘ 

Using PRIZM for magazine analysis 
penalizes selective igazines (ATSI 
Nov p 90) 

**Never a crocodile”’ 
1982 will look very much like 1981; con 
tent will still be everything (Gilbert C 
Maurer). Nov. (A) p. 7 


Why Wang is sold on tv 


Guggenheim 


Magazines in 


But it backs 


it up with print ads in general business 
magazines. Dec. p. 62 

Home and technology magazines 
booming — New entries have been ex- 
periencing success at an early age. Dec. p 
68 


“As they see it’ columns 
on consumer magazines by: 


Joseph Greenberg Reason for con 
cern Magazines face several problems; 
here are some solutions. Jan. p. 92 
Laurel Baer 
shape the message’ 
by treating them all the same. Feb. p. 103 
Madeline Nagel 
boleths Here are exceptions to rules in 
magazine space buying. Mar. p. 95 
Marcella Rosen A plethora of 
Dispelling the effect of cable 


Should the magazine 
The effect is blurred 


Magazine shib- 


platitudes 

on special-interest and mass magazines 

Apr p. 90 
Sheldon Taule 


tion Some magazines, by their nature, 


Prestige by associa 


can develop prestige. May p. 100 
David Tracy 


style analyses 


Progress toward life 
here is need for lifestyle 
information in magazine presentations 
June p. 102 

Roger C. Bumstead 

What is needed is the application of 


Resourcefulness 


financial and mental resources on existing 
titles. July p. 186 
John C. Meskil 


Some of the reasons why, and 


Reversing magazine 
declines 
what can be done about it. Aug. p. 88 
Wolf! Wolf! 


Magazines can help agency types in these 


Joseph Greenberg 


times when clients seem to be losing faith 
in advertising results. Sept. p. 108 


Laurel Baer — Cable is in no way are 





Guest editors — 1981 


Smith, New York 


Fewsmith, Cleveland 


Truck Rental, Miami, FL 


New York 





January — Dave Van Allen, vice president, general manager consumer products 
U.S.A., Corning Glass Works, Corning, NY 

February — Jay Chiat, president, Chiat-Day, Los Angeles 

March — Jim Walsh, advertising manager, Merrill, Lynch, Pierce, Fenner & 


April — J. Wesley Rosberg, senior vice president, administration, Meldrum & 


May — Terence J. Fox, president, Iroquois Brands, Greenwich, CN 

June — Don Creamer, chairman/chief executive officer, and Harold Strauss, chief 
operating officer, Creamer, Inc., New York 

July —— Sid Sax, director of advertising and corporate communications, Ryder 


August — Arnie Semsky, senior vice president, director of media and network 
programing services, BBDO, New York 

September — Marian Lockett-Egan, advertising media manager and vice president, 
ScottCom (Scott Paper Co.), Philadelphia 

October — Kelly O'Neill, president, Gardner Advertising, St. Louis 

November — Martin Orlowsky, director of marketing services, R.J. 
Reynolds Tobacco Co., Winston-Salem, NC 

December — Marcella Rosen, senior vice president, media director, NW Ayer, 
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placement — Cable will not cause defec 
tions from the ranks of magazine readers 
Oct. p. 92 
Madeline Nagel 
donkey 


do not sell as well one tailored to a specific 


The man and his 
General magazine presentations 


product/client. Nov. p. 84. 

Laurel Baer 
perative 
approach to media selection. Dec. p. 84 


People are content im- 


Editorial content is another 


MARKETING 

Corning moves topside — Top-of-stove 
Rangetopper cookware is part of Corning’s 
new product drive. Jan. p. 66. 

Hispanics — an ignored market 

Their numbers are growing but some 
marketers are not effectively reaching 
them, or trying to. Jan. p. 68 

Gourmet food feast The gourmet 
food market and the media that serves it is 
on an upward trend. Jan. p. 62 

1981 — the marketing view A look 
ahead at what lies in store for marketers 
(AWSI Swan). Jan. p. 78 

Do sports marketers need a new of- 
fense? Sport franchises are turning to 
contemporary marketing techniques. Feb 
p. 66 

Cherry picking for good ideas At 
Chiat-Day both creative and media develop 
a healthy mix of ideas. Feb. p. 70 

Fragrance marketers sniff out oppor- 
tunities 


in on continuity and positioning to build 


To even out sales, industry keys 


year-long sales. Mar. p. 66 
RCA’s videodisc plunge 
introduced to the tune of $20 million in 


New line 


major media. Mar. p. 62 
Why Jim Walsh is bullish on advertis- 
ing Having had Wall St. to itself for 
years, Merrill Lynch now has to work 
harder to be a ‘breed apart.”’ Mar. p. 70 
International Paper goes back to 
school Company advertises to students 


for a very good reason market develop 
ment. Mar. p. 72 

True Value has money, but Ace has 
the face 


the budget of True Vaiue uses Suzanne 


Ace Hardware with one-fifth 


Sommers as spokeswoman. Mar. p. 76 

Fewer teens, more spending While 
the ranks are thinning, spending continues 
to grow. Apr. p. 76 

DeBeers digs deep to mine new mar- 
kets Changing supply trends force ad 
justments of strategies. May. p. 68 

Vall Streeter on Madison Ave. —How 
Iroquois Brands picks media to match iso 
lated brands. May p. 70 

Metro Life’s seven day media blitz 

Network and cable tv barrage leads 
viewers to detailed ad in Sunday maga 


zines. May p 





Ace Hardware — Mar. p. 76 

Alaska Airlines — Feb. p. 70 

Ethan Allen — Jan. p. 46 

American Cyanamid (Cie) — Mar. p. 68 

American Express — Aug. p. 106 

Apple Computer — Oct. p. 126 

Assn. of ind. TV stations — Mar. p. 78, p. 90; June 
p. 216 


Bristol-Myers — Mar. p. 52 

British Airways — May p. 50 

Burke Research (INTV) — Mar. p. 78, 90; June p. 
216 


California Milk Advisory Board — Aug. p. 106 
Chanel — Mar. p. 62 

Chattem — Mar. p. 67 

Chiat/Day —— feb. p. 70 

Adolph Coors Co. — June p. 64 

Corning Glass Works — Jan. p. 66 

Coty (Sophia perfume) — Mar. p. 69 
Creamer Inc. — June p. 72 

Cross Pens — Oct. p. 74 


De Beers Con. Mines — May p. 68 
DeLorean Motcr Co. — Sept. p. 72 
Dow Chemical Co. — Oct. p. 68 


Eastman Kodak — Sept. p. 68 
Fayva (Morse Shoe) — Oct. p. 20 


General Electric — Mar. p. 50 
General Motors — May p. 62 


Hearst/ABC Video — Mar. p. 38 
Heineken beer — Aug. p. 106 

IBM — Oct. p. 126 

Intl. Paper Co. — Mar. p. 72 
International Playtex — Apr. p. 68 
Iroquois Brands — May p. 70 
Jeffrey-Martin Inc. — Aug. p. 76 
Johnson & Johnson — Apr. p. 68 
K-Mart Inc. — Jan. p. 64 
Kimberly-Clark — Apr. p. 68 
Kinney (F. W. Woolworth) — Oct. p. 120 
Lenox China inc. — Aug. p. 74 





Advertiser/agency case histories 


Thom Mc An (Melville shoe) — Oct. p. 120 
Metropolitan Life insurance Co. — May p. 72 
Merrill, Lynch, Pierce, Fenner & Smith — Mar. p. 70 


Nabisco — Sept. p. 76 
Newspaper Co-op Couponing — Mar. p. 116 


Olympia Brewing — Feb. p. 70 
On-Line Media Inc. — June p. 62 


Parker Pen Co. — Oct. p. 74 
PEOPLExpress — June p. 74 
Procter & Gamble — Apr. p. 68 
Radio Shack (Tandy) — Oct. p. 126 
RCA — Mar. p. 62, Sept. p. 46 


Rockwell intl. — Aug. p. 70 
Ruppman Marketing Services — Sept. p. 118 
Ryder Truck Rental — July p. 40 


Sears, Roebuck & Co. — Apr. p. 64 
Service Corp. intl. — May p. 32 
Schieffelin (Blue Nun) — Jan. p. 46 
Schlitz — May p. 50 

Scott Paper Co. — Sept. p. 59 

Scripto (erasable pen) — Jan. p. 44 
Shakey's fast Food — Feb. p. 70 
Sheaffer Pens — Oct. p. 74 

Shippers restaurant — feb. p. 70 
SmithKline — Sept. p. 76 

Sony Corp..of America — Oct. p. 70 
Sports Shack — Mar. p. 110 

Squibb (Charles of the Ritz) — Mar. p. 69 
Sun Life Assurance Co. — Sept. p. 112 


Tampax inc. — Apr. ». 68 

Thompson Medical — Sept. p. 76 
Toyota — Jan. p. 48, Mar. p. 54 

True Value (Cotter & Co.) — Mar. p. 76 
Tylenol — Aug. p. 67 

Warner Communications — Oct. p. 72 
Wendy's — May p. 48 

Western Unicn — Aug. p. 67, Oct. p. 62 
J. B. Williams — Sept. p. 76 


Yamaha — Feb. p. 70 








Microwave market heats up Mi 
crowave ovens have become a hot kitchen 
appliance; market penetration expected to 
double in three years. May p. 74 

Sid Sax, easy Ryder Ryder Truck 
Rental How company sparks sparks 
interest in truck rental business. July p. 40 

A healthier climate for vitamin mar- 
keters 


ceptance; media expenditures up 15% this 


Vitamins are gaining new ac 


year. July p. 50 
Prepare for the ‘‘Confetti Genera- 

tion’? — Y&R’s Donnelly envisions the fu 

ture customer. Aug. p. 34 
Rich, but ne easy mark 


product categories are going after the free 


How new 


spending college market. Aug. p. 66 
Out, damn spot! Jeffrey Martin 
Inc.’s media strategy is to infiltrate every 
segment of the marketplace with a variety 
of media. Aug. p. 76 
DeLorean rolls out his hot new car 
Introduction breaks this fall ‘with cam 


"9 


paign on tv and magazines. Sept. p. 72 


Reducing aids on a media binge 

Marketers plunged into media with a 
vengeance in 1980; fatter budgets show up 
this year. Sept. p. 76 

Procedures for developing an annual 
marketing plan — Best Foods/Conference 
Board. Sept. p. 140 

Is sex just a family affair Living ar 
rangements are changing: is marketing 
Keeping up with trends. Oct. p. 59 

Western Union’s new message The 
Singing telegra:> is back plus some new 
variations. Oct. p. 62 

When Dow spoke up, attitudes rose 
25% — Chemical company found it didn’t 
pay to keep low profile; here's how they 
raised it. Oct. p. 68 

Can Parker write-off the competition? 

Million-dollar campaign used by Parker 
Pen to reposition itself as a quality gift pen 
manufacturer. Oct. p. 74 


Three leading shoe 


Footrace in shoes 
chains pick regional media for quich 


sponse. Oct. p. 120 





Banco de Mexico to spend $3.5 million 
to promote gold coins. Nov. p. 50 


Airline ads stress price despite strike 


Plagued by delays and restrictions, air 
lines resort to discounted fares. Nov. p. 59 

Crayola draws a new image — Known 
for its Crayola crayons, Binney & Smith 
extend name to other lines and new prod 
ucts. Nov. p. 70 

Dannon expands on the diet market 
—Today Dannon appeals to an audience 
beyond dieters using a multi-million dollar 
mix of media. Nov. p. 74 

The demo revolution 
the changes to be expected in the popula 
tion by 1990 (Dawn Sibley). Nov. (A) p 
16. 

Double bubble in demos 
puts his finger on where the population 
growth will be in the 1980's. Nov (A) p 
28. 

Top 20 metropolitan markets and how 
they are growing. Nov. (A) 33 

Metro growth in the South and West. 
Nov. (A) p. 39 

Census count shows 37% minority 
growth Daniel B 
minority trends evidenced by 1980 Census 
Nov. (A) 45 

Who’s moving where How Mary 
Kay Healy reads the movement of people 
as recorded by the 1980 Census. Nov. (A) 
p. 48 

Areas of change in ’82 
survey among marketing and media direc 


An analysis of 


Larry Light 


Levine analyses 


Decisions 


tors reveals where they expect to find most 
change. Nov. (A) p. 100 
From CPM’s to Cost Per Stretegy 


Joe Ostrow feels that sharper targeting 
will focus concentration on cost-per- 


strategy rather than cpm. Nov. (A) p. 104. 


Ads launching the new money game 


Ads battle for consumers wanting tax- 


free high-interest yields. Dec. p. 60. 


“As they see it” columns 
on marketing by: 


Joe Ostrow 
thrust 


Newspaper’s national 
There is an important lesson in the 
recent move of national advertiser. to 
newspapers. Jan. p. 86 


William M. 


of the advertising function 


Claggett Management 
The product 
manager system can and shouid be impro 
ved. Feb 
John E. O’ Toole 
A brand's 
endangered by 
Mar. p. 93 
Walter Reichel 


cable ad bureau. Apr 


p 93 
Are you advertising 
enough? leadership can be 
inadequate advertising 
An open letter to the 
p. 84 

Larry Cole Our greatest asset 
Why advertising/marketing men like their 
jobs. May p. 90 

Lawrence H. Spiegal New tune for 
media and research to dance to 
108 

Herb Maneloveg 


Inflation 


June p 


Concentrating on 
‘*sellers”” plus more selective 
audiences has turned the 
topsy-turvy. July p. 188 

Dawn Sibley 


tion and lifestyle changes 


marketing picture 


Don’t overlook popula 
Many changes 
are taking place and should be watched 


Aug. p. 92 


Alec Gerster — The case for breaking a 
few rules Rules can add order to our 
lives but a careful weighing of the risks can 
turn up opportunities. Sept. p. 88. 

William Nightingale Agency media 
know-how in the new business pitch — A 
good media plan can make a lot of differ- 
ence in achieving a client's marketing goal. 
Oct. p. 100 

Herb Maneloveg 
tics A unifying theme can enhance a 


A case of seman- 


corporate name and help move products 
faster. Nov. p. 104 


MEDIA BUYING 


Ideas on controlling advertising fre- 
quency by media scheduling (ATSI 
Papazian). Jan. p. 80 

Goats and dinosaurs Something is 
greatly wrong with the way we buy tv 
(ATSI Nagel). Jan. p. 96 

Agri-media is changing: here’s how 
(ATSI Dolinky). Jan. p. 96 

Importance of looking beyond the 
numbers Look at the editorial content 
(ATSI — Pratt). Feb. p. 90 

Should the magazine shape the mes- 
sage The effect is blurred by treating 
them all the same (ATSI — Baer). Feb. p. 
103. 

No difference for indies vs. affiliates 

The Assn. of Independent TV Stations’ 
(INTV) new Burke audience study aims to 
put to rest some allegations. Mar. p. 78 

**No risk it, no biscuit’’ 
media buying is done with caution/safety 
(AWSI Swan). Mar. p. 88. 


Too much 





NEW IN MEDIA 





Ackerly Outdoor — Mar. p. 32 

Apartment Life — Jan. p. 30 

Architectural Record (Spotlight Issues) 
— Apr. p. 62 

Atlantic City Express — Mar. p. 34 

Best Years Guide — July p. 28 

Blair's wired network — May p. 148 

Cable Marketing — Jan. p. 32 

Cable Program Services (trade shows) 
— Apr. p. 56 

Cable TV Magazine — May p. 56 

Camera Arts — Jan. p. 30 

Car Care Central (SFM) — June p. 46 

Casino & Cabaret Intl, — Jan. p. 32 

Changing Times —- Mar. p. 32, Apr. p 
17 

Channels of Communications — Mar. 


p. 34 
Chilton’s on readership service — 


May p. 
re Seceat Magazine — July 


me dog Football Magazine — July p 
28 

Comin’ Up — May p. 54 

Community Advtg. Ser. — Apr. p. 36 

Computer Graphics Review — Feb. p. 
30 


Computer Merchandising — Apr. p. 
198 

Cuisine — Aug. p. 52 

Denver Post — Nov. p. 40 

Dial — Feb. p. 54 

Dun’s Business Month — Sept. p. 30 

East Bay Today — Mar. p. 100 

The Economist — Jan. p. 34 

Every Woman — May p. 56 

Families — Jan. p. 32, June p. 204 

First Moments (sampling to babies) 
— Apr. p. 162 

Florida (Orlando Sentinel Star) — Oct. 
p. 42 

Forbes — Mar. p. 34 

Friendly Exchange — June p. 50 

Gannett and automation — May p. 
148 

Gospel Radio Network — May p. 128 

Grit — Nov. p. 42 

Highwire — June p. 50 

Hudson Home — Feb. p. 32, Mar. p 
28 

Images — Oct. p. 144 

in Cinema — May p. 142 

Inn America — Oct. p. 142 

Inside Sports — Apr. p. 34 

Intl. Thomson Ltd. — Mar. p. 28 


It's Me (Lane Bryant) — June p. 48 

KTRV — Nov. p. 42 

Metropolitan Home — Jan. p. 30 

Modern Maturity & NRTA Journal — 
Oct. p. 164 

NarrowCast Marketing — Apr. p. 56 

New Florida — Aug. p. 56 

New Shelter — Mar. p. 35 

New York Daily News (zoned insert 
mailing) — Apr. p. 34 

Newsprint Network — Dec. p. 42 

Next — Mar. p. 28 

Oakland Tribune — Mar. p. 100 

On Line Media —- June p. 62 

Panorama Magazine — May p. 52 

Parade — Aug. p. 17 


Pennywhistle Press — Aug. p. 17, p. 


56 
Playboy (fashion guide) — Apr. p. 36 
Playboy (editorial on radio) — May p 
142 
Playboy's data bank — May p. 148 
Playboy Enterprises — Oct. p. 46 
Popular Computing — Apr. p. 198 
Prime Families Direct — Oct. p. 46 
Prime Time — Apr. p. 36 
Pro! — July p. 28 
Quest — Mar. p. 38 


Rukeyser’s Business Journal (tv 
program) — Oct. p. 44 
Sportswear and Jeans Intl. — Aug. p. 


56 
Starfleet-Blair — Feb. p. 86 
Sunday Woman — Feb. p. 30 
Tennessee Monthly — Oct. p. 44 
Trans Global Films — Sept. p. 20, 196 
Truckers Entertainment Network — 
May p. 52 
Truck’n Displays — Sept. p. 50 
True Ad (novel) — Dec. p. 40 
TV Guide — Sept. p. 30 
USA Today — Aug. p. 50, 80 
U.S. Postal Service — Oct. p. 14 
Vanity Fair — Aug. p. 52, Sept. p. 7 
Wall St. Ji. Mag. — June p. 44 
a Star's Super Star — June 
p. 44 
Winston Network — Mar. p. 32 
Woman's Day — Aug. p. 52 
Woman's Life — Sept. p. 52 
Woman's World — Mar. p. 34 
Worcester Telegram Gazette (cable 
news) — Sept. p. 28 
Yellow Pgs. (color insert) — June p. 50 
Young Miss — Apr. p. 34 
Young Woman (Kotex) — June p. 44 
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Magazine shibboleths — Here are ex- 
ceptions to rules on magazine buying 
(ATSI — Nagel). Mar. p. 95. 

Rx for radio — Some collected and 
original nostrums to improve radio's health 
(ATSI — Bumstead). Mar. p. 96. 

Use the new Census to update ‘‘up- 
scales’? and set a new base for media 
planning ( Viewpoint — Upshaw). Apr. p 
158. 

Making the most out of a sales call 
—What to ask a magazine rep when he 
calls (Viewpoint — Speros). May p. 104. 

Taking the guesswork out of media 
planning (Viewpoint) — Martin). May p. 
196. 

Five misconceptions about out-of- 
home media (ATSI — Riordan). June p. 
92. 

It’s time to show some courage — We 
should demonstrate that we believe in the 
new segmented print and cable media 
(Guest editorial — Creamer). June p. 222 

How Bill Tanner made $2,280,006 out 
of $510,000 — A look into the barter world 
of Bill Tanner. Aug. p. 64. 

Rockwell’s day-after space shuttie 
coup — 
choice and newspapers and magazines got 
the nod. Aug. p. 70. 

Lenox’s spending spree in print 
—Company reaches future prospects in 


Fast-closing media were the 


teen-age magazines and reinforces it later 
in bridal and other books. Aug. p. 74. 

Out, damn spot — Jeffrey Martin Inc.'s 
media strategy is to infiltrate every segment 
of the marketplace through a broad range of 
media. Aug. p. 76 

How ScottCom takes charge of news- 
papers — Scott Paper Co. handles news- 
paper buying in-house, aiming for a more 
coordinated and higher quality job. Sept. p. 
59. 

The story behind the Camel ‘‘Score- 
board’’ — Innovative plan designed to 
dominate newspaper sports score pages 
with wrap-around ad. Sept. p. 66 

More discipline in media mix — How 
Simmons dual media imperatives can be 
used to improve media mixes (ATSI — 
Papazian). Sept. p. 82. 

The case for breaking a few rules — A 
careful weighting of risks and rewards can 
turn up opportunities (ATS! — Gerster). 
Sept. p. 38 

Voodoo media — Some myths behind 
which one can hide when planning media 
(ATSI — Samuels.) Sept. p. 90 

How ScottCom takes charge of news- 
papers — Scott Paper Co. handles news- 
paper buying in-house, aiming for a more 
coordinated and higher quality job. Sept. p 
59. 

Advocacy ads need a new media mix 
— Advocacy ads are targeted to the wrong 
people; they should be aimed at those 


people who are *‘convertable™’ ( Viewpoint 
— Woolward). Oct. p. 208. 

Walter Reichel (Ted Bates) vs. the ty 
nets — To overcome the loss of audience 
to cable tv, network budgets should be 
trimmed to buy superstations. Nov. p. 68. 

Crayola draws a new image — Media 
switched from print to network and spot tv 
to reach target audience of children and 
their parents. Nov. p. 70 

Rent-a-car marketers step on the gas 
— Strategies employ all major media with 
emphasis on tv; spot vs. network is divided 
issue. Nov. p. 72 

The impact of pay cable on network 
delivery — The Ted Bates analysis of the 
effect of pay tv on network audiences 
Nov. p. 88 

Beyond the cookie cutters — An over- 
view by Rena Bartos of the changing media 
behavior of four demo groups. Nov. (A) p 
54. 

How/When? Why? — Gus Priemer 
hopes that advertising men and women will 
worry more about using old media effec- 
tively rather than trying to measure the 
new. (Nov. (A) p. I11 

The targets get smaller 
Gromer points out that the new technolo- 


Frank 


gies make possible tighter media planning 
Nov. (A) p. 114. 

Contemporary view of how to succeed 
in media by really trying — In an increas- 
ingly complex media environment, media 
pros will have to be more than *‘numbers”’ 
people. Nov. (A) p. 126 

Program stunting: Now you see it, 
now you don’t — Last minute primetime 
schedule changes are a headache for media 
buyers, but also hold some advantages 
Dec. p. 56 


MEDIA DEPARTMENTS 


**You ain’t seen nothing yet!’’ — Re- 
tiring Hal Miller, SSCB, envisions the fu- 
ture of media departments. Apr. p. 66 
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Getting ahead in the Media Decade 
—Sweeping ciianges in media have created 
an unprecedented opportunity for leader 
ship in ad agencies. May p. 59 

Creamer’s media mix - 
of the media operation at Creamer Inc 
June p. 72. 

Revitalizing the media department: 
problems and opportunities (Mediology 

- Papazian). july p. 164 

The proverbial forbidden fruit, 
creativity — ‘Media people’’ should get 
closer to the creative side of the business 
(ATSI — Greenberg). July p. 170 

Rockwell’s day-after space shuttle 
coup — How Rockwell and its agency, 


An overview 


Campbell-Ewald, got its ads in print the 
day after the Columbia touched down 
Aug. p. 70 
How BBDO monitors broadcasting 
Twice a month meeting of media staf 
fers, each assigned to a daypart, keeps 
group up-to-date on all facets. Aug. p. 166 
White paper 


meets to set stage for another white paper 


Agency media group 


on the new media (a fanciful report). Sept 

74 

Gardner has a word for it: Productiv- 
ity — The evolution of the media depart 
ment at Gardner Advertising and how Ad 
vancers was created. Oct. p. 66 

The 1990 media plan Here how 
Larry Lamattina (SSCB), Mike Moore 
(B&B) and Joe Ostrow (Y&R) see it. Oct 
p. 76 

Agency media know-how in the new 
business pitch 
make a lot of difference in achieving a 
Nightin 


A good media plan can 


client’s marketing goal (ATSI 
gale). Oct. p. 100 

Media should speak up! — Media de 
partment specialists have not been aggres- 
sive enough in putting their ideas forward 
Oct. p. 116 

Areas of change in ’82 — Decisions 
survey among marketing and media direc 
tors reveals where they expect to find most 
changes in media. Nov. (A) p. 100 

Social evolution, not media revolution 

Four areas of social change that will 

sweep the media marketplace int the "80s 
Dec. p. 66 


Mediology columns 
by Ed Papazian 


Ideas on controlling advertising fre- 
quency by media scheduling The fre 
quency issue Is one that merits greater at 
tention. Jan. p. 80 

Facing the challenge of the 1980's 

With *‘news”’ 
media sources, how will newspapers over 


now available from many 


come the lost readership problem. Feb. p 
80 
New Burke study: big plus for inde- 





pendents (iv stations). Mar. p. 90. 

Radio: the hot medium lacks data io 
fire advertisers up. Apr. p. 82. 

Creative input needed to sell print and 
radio. May p. 80. 

Media research in the Soviet bloc 
—Some interesting media research is being 
done behind the Iron Curtain. June p. 82 

Revitalizing the media department: 
problems and opportunities. July p. 164. 

More news: Is it really good news? 
—Failure of access time programing could 
lead to more news programs. Aug. p. 82 

More disciplines in media mix — How 
Simmons media imperatives can be used to 
improve media mixes. Sept. p. 82. 

Viewing by non-tv owners: findings 
and implications — Some non-owners 
view more than owners. Oct. p. 82. 

Shouldn’t magazine readership be de- 
fined more realistically — The problem is 
being treated as a joke but it isn’t funny. 
Nov. p. 82. 

The changing face of tv in the 1980's. 
Dec. p. 74 


NEWSPAPERS 


Feast for gourmet marketers — Mag- 
azines are most popular medium but news- 
papers have a place too. Jan. p. 62 

Fixed sized ads off and running. Jan. 
p. 147. 

Newsplan discounts making waves. 
Jan. p. 148 

Preprints are clipping along — Use of 
four-color, free-standing inserts tripled dur- 
ing the past decade. Jan. p. 64 

Newspapers’ national thrust — There 
is an important lesson in the recent move of 
national advertisers to newspapers (ATSI 

Ostrow). Jan. p. 86 

Reach and frequency — How news- 
papers fit in . (ATSI — Samuels). Jan. p 
101 

How shoppers read newspapers. Jan 
p. 160 

Acceptance of standard sizes. Feb. p 
17 

Facing the challenge of the 1980's 

With ‘‘news” 


media sources, how will newspapers over- 


available from many 


come the lost readership problem (Mediol- 
ogy — Papazian). Feb. p. 80 

Industry gears for standard ad units 
— The standardization to 25 sizes should 
make the medium easier to buy (Roundta- 
ble). Mar. p. 59 

Frozen foods blitz hits 193 newspapers 
-— Co-op effort for 64 brands. Mar. p. 116. 

Get ready for the video publishing 
explosion — Ai least a dozen consumer 
publishers are experimenting. Apr. p. 59 

Taking off with PEOPLExpress 


—New regional airline is getting off the 


118 


ground with a $5 million dose of news- 
paper and radio. June p. 74. 

Creamer’s media mix — How news- 
papers are used for McDonald's. June p. 
153. 

Brand leaders in newspapers — June 
p. 155. 

Newspaper ads score with UPC 
—Universal Product Code scanners are re- 
cording sales before and after products are 
featured in newspaper ads. July p. 48 

Rich but no easy mark — Advertisers 
are preparing inserts and preprints to be 
distributed by college newspapers. Aug. p. 
110. 

Rockwell’s day-after space shuttle 
coup — Fast closing media were choice 
and newspapers and magazines got the 
nod. Aug. p 

Out, damn spot 
media strategy is to infiltrate every segment 


70 


Jeffrey Martin Inc.’s 


of the marketplace through newspapers and 
a variety of other media. Aug. p. 76 

PM papers’ new forte is in the suburbs 
— Study of the position of afternoon news- 
papers. Sept. p. 126 

One-order, one-bill plan stalled. Sept 
p. 28 


Few links drawn between folding of 


afternoon newspapers. Sept. p. 32 
How ScottCom takes charge of news- 
papers — Scott Paper Co. spends its large 


newspaper budget through an in-house 


agency. Sept. p. 59 
The story behind the Camel score- 
board 


newspaper page with ads wrapped around 


Innovative plan to dominate 


sports scores Sept p. 66 

Kodak’s copier focuses on business 
publications 
important role 


But newspapers play an 
n introduction of Ectaprint 
copier. Sept. p. 68 

Don’t let *‘float’’ sink these newspaper 
SAU’s Cooperation needed to see this 
innovation through 
(AWSI). Sept. p. 80 

When Dow spoke up, attitudes rose 
25% — Spot tv got the lion’s share of the 


transition period 


$3 million budget but newsweeklies and 
local newspapers reinforced it. Oct. p. 68 

Sony Walkman off to running start 
—Initial advertising was in print (maga- 
zines and newspapers) and radio; word- 
of-mouth advertising added greatly to suc- 
cess. Oct. pv. 70 

Newspapers’ new mechanical advan- 
tages — New technologies will result in 
newspapers that are better for the reader, 
advertiser and stockholder (Walter Matt- 
son). Nov. (A) p. 76 

Rent-a-car marketers step on the gas 
— How newspapers fit into their media 
planning. Nov. p. 72 

Dannon expands on the diet market 
—Diet magazines and participation-sports 
magazines are base of print effort, 


supplemented by newspapers. Nov. p. 74. 

Ads launching the new money game 
—Newspapers are a major force in the 
promotion of the new All-Savers cer- 
tificates. Dec. p. 60. 


“As they see it’’ columns 
on newspapers by: 


Roger C. Bumstead — Triage — 
Where will the battle of New York news- 
papers lead? Jan. p. 90. 

John Meskil — Now is the time for 
newspapers to react to cable competition. 
Feb. p. 90. 

Joseph Greenberg — The new wave — 
Despite electronic media, there is great op- 
portunity for newspapers (Oakland 
Tribune/East Bay Today). Mar. p. 100. 

Jack Cohen — Newspapers 
doing fine in 1981 — Newspapers have 


— you're 


several new developments going for them 
Apr. p. 86 
Madeline Nagel 


news — Quickie survey reveals good and 


Good news, bad 


bad points about newspaper advertising. 
May p. 92 
Marcella Rosen — Rhetoric versus 
logic Why newspapers will continue to 
be strong and healthy. June p. 84 
Sheldon Taule 


for national advertising 


Newspapers looked to 
Research is 
needed to show how national advertising is 
read in newspapers. July p. 180 

David Tracy Newspapers; no value to 
national advertiser. Aug. p. 99 

Roger C. Bumstead 


demand the newspaper 


These times 
Several 

reasons why advertisers should take a 
closer look at newspapers. Sept. p. 102 

John Meskil — Newspapers becoming 
more open to innovation. Oct. p. 94 

Ted Block — Newspapers need to be 
more competitive — Failures can’t be en- 
tiicly avoided but to have a better chance, 
newspapers should begin to sell better. 
Nov. p. 94 


OUT OF HOME/OUTDOOR 


Subject: Reach and frequency —Older 
media may have advantages that have been 
forgotten. (ATSI — Samuels) Jan. p. 101. 

Plenty of info on 8-sheets — Jan. p 
161 

Bustop Shelters loses its New York 
court battle. Apr. p. 32 

Beetleboards to receive Constitutional 
protection. Apr. p. 142. 

CBS Records in strong mall (shopping 
centers) ad program. Apr. p. 142 

Pete Riordan vs. James Claus — Rior- 
dan replies to attack on his Oct. 1980 col- 
umn. Apr. p. 206. 

Has supermarket tv passed the test? 
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First reports on On-Line Media's point of 
sale experiment are positive. June p. 62. 

Coors battles the giants — Outdoor is 
their secondary medium, a non-standard 
approach for a brewer. June p. 64 

Sid Sax, easy Ryder — Ryder Truck 
rentals spends $3 million of its $8.4 million 
budget on Yellow Pages. July p. 40. 

Eight experts who like 8-sheets — Low 
cost, tight targets and more audits are be- 
hind growth of medium. July p. 44. 

Out, damn spot — Jeffrey Martin Inc.'s 
media strategy is to infiltrate every segment 
of the marketplace through a variety of 
media including outdoor advertising. Aug. 
p. 76. 

The case for fluorescence — Comments 
of leading users. Sept. p. 130. 

Billboard ban (Seattle) struck down 
but the future is unclear. Sept. p. 34; Retort 
Dec. p. 99 

Riding the boards gets a new meaning 
— Truck’n Displays provides poster boards 
on long-haul trucks. Sept. p. 50. 

Innovations forecast for outdoor in 
1982 — Panel organized by Hugh Brooks 
points to new educational projects, new re- 
search. Nov. (A) p. 92. 

Outdoor victor in San Diego — Ruling 
by U.S. Supreme Court declares San Diego 
billboard ban unconstitutional. ( Viewpoint 
— Brooks). Nov. p. 138 


“As they see it” columns 
on out-of-home by: 


Robert Flood 


without paying tv prices 


How to buy sports 
Siadium adver- 
tising will get you tv exposure. Jan. p. 96 

Pete Riordan What nobody knows 
about [outdoor] paint. Feb. p. 100 

Byron Chandler Outdoor’s hidden 
light Improvements are being made 
Mar. p. 104 

Richard Briggs Computer mapping 
will pinpoint local buying opportunities. 
Apr. p. 88 

Robert Flood — Outdoor and the His- 
panic market Out-of-home media pro- 
vides great opportunities. May p. 82 

Pete Riordan —- Five inisconceptions 
about out-of-home media. June p. 92. 

Byron Chandler — More advertiser 
support needed for TAB [Traffic Audit Bu- 
reau]. July p. 187 

Richard Briggs — Outdoor visibility 
index should be revamped — Space Posi- 
tion Values (SPV) system should be re 
vised to reflect current conditions. Aug. p 
101 

Robert Flood — Outdoor’s new Trojan 
Horse — Several changes (the timing of the 
Buyer's Guide, computer availability of 
rates, etc.) will make outdoor buying 
easier. Sept. p. 98. 

Pete Riordan — Judgment from Babel 


— Review and commentary on Met- 
romedia vs. San Diego case banning out- 
door boards. Oct. p. 86. 

Byron Chandler — Meeting on outdoor 
far from ‘‘the maddening crowd’* — Re- 
port on the 3M/National’s annual sym 
posium. Nov. p. 102. 

Richard Briggs — Outdoor should 
think bigger about its p.r. Dec. p. 76 


RADIO 


Commercial shortwave radio’s come- 
back. Jan. p. 52. 

Agri-media is changing — Radio is 
beginning to react (ATSI — Dolinky). Jan 
p. 98. 

Subject: reach and frequency — How 
radio fits in (ATSI] — Samuels.) Jan. p. 
101. 

Personality radio pays off for Chase 
Manhattan Bank. Mar. p. 190. 

Radio: the hot medium lacks data to 
fire advertisers up (Mediology — Papa- 
zian). Apr. p. 82 

How a black radio station expands its 
audience. (WBLS-FM). Apr. p. 140 

The new networks add extra opportu- 
nity to reach the youth market (ATSI 
Shiffman). Apr. p. 104. 

Satellite gives big boost to network 
radio ( Viewpoint — Trubia). Apr. p. 150 

Profusion of new networks is first sign 
of spring. May p. 18 

Creamer’s media mix — How radio is 
used for Datsun and Sheraton Hotels. June 
p. 152 

Taking off with PEOPLExpress 
—Regional airline is getting off the ground 
with a $5 million dose of newspapers and 
radio. June p. 74 

Rich, but no easy mark 
product categories are going after the free- 


How new 


spending college market. Aug. p. 66 

Out, damn spot — Jeffrey Martin Inc.'s 
media strategy is to infiltrate every segment 
of the marketplace using both broadcast 
and print media. Aug. p. 76 

Advocacy ads come to network radio 
— Mutual carries ads sponsored by the 
Natl. Republican Congressional Comm 
Sept p. 46 

Appearing tonight: the ad hoc net- 
work — Growing number of temporary 
satellite-fed single-program networks offer 
innovative options. Sept. p. 62 

STEERIKE —- When the baseball strike 
hit last summer, most sponsors found other 
ways to spend money. Sept. p. 64 

When Dow spoke up, attitudes rose 
25% — Radio's job was to get to the youth 
Oct. p. 68 

Sony Walkman off to running start 
—Initial advertising included radio and 
print (magazines and newspapers). Oct. p 
70. 


Airline ads stress price despite strike 
— Spot radio is prime medium to woo 
passengers during controllers strike. Nov 
p. 59 

Dannon expands on the diet market 
—Radio commercials are created to 
counter the influence of the locally made 
competition. Nov. p. 74 

Using non-farm radio to reach the 
farm market — 
other times than traditional farm times 
(ATSI Dolinky). Nov. p. 86 

The revival of network radio —Satel 
lite technology and renewed importance of 


Farmers listen to radio at 


programing are spearheading a rejuvena- 
tion of radio networks. Nov. p. 191 

Who controls the airwaves — FCC's 
proposal to repeal the Fairness Doctrine 
poses First Amendment questions about 


access to the airwaves. Dec. p. 53 


“As they see it’’ columns 
on radio by: 


Sheldon Taule — Measuring sports au- 
diences 
measure a sports audience. Jan. p. 90 

David Tracy Herb Krugman may 
have the answer on how to judge radio 
Feb p. 36 

Roger C. Bumstead 


Some collected and original nostroms to 


it 1s a problem to accurately 


Rx for radio 


improve radio's health. Mar. p. 96 

John Meskil — Radio in the era of cable 
tv: another challenge. Apr. p. 92 

Joseph ‘reenberg 


advertising circus 


The advocacy 
Radio has benefits 
over tv for advocacy advertising. May p 
84 

Laurel Baer 
— Radio salesmen should adopt the buyers 


Language and thought 


point of view. June p. 92 

Madeline Nagel As I hear it 
People and their many moods in a day can 
find satisfaction in the many moods of 
radio. July p. 176 

Marcella Rosen 
Cable extends tv frequency; radio reaches 
new prospects. Aug. p. 99 

Sheldon Taule 


A iest to match format to audience 


It’s not like cable 


One tough radio quiz 


characteristics. Sept. p. 100 
David Tracy National radio offers 
high value. Oct. p. 96 
Roger C. Bumstead 
has what catv is supposed to have. Nov. p 
96 
John Meskil **Hot”’’ future of radio 
A look at what lies alread. Dec. p. 80 


Network radio 


RATES 


Media costs: 
Part | Media costs will rise 9.3% i 
82. Aug. p. 59 
Part 2 — The track record, according 
Joyce Romley, Ted Bates. Aug. p. 123 
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Costs trends: 
Monthly feature appears on page 12 of each 


issue. 


RESEARCH 

Four A’s audience research 
guidelines. Jan. p. 17. 

Nielsen selected as most able to conduct 
18. 
In Detroit license 


cable research. Jan. p 
Follow that car 
plate numbers are turning up some interest- 

ing research for retailers. Jan. p. 70. 

Testing, testing, testing — Guide to 45 
top test markets and how to use them to 
best advantage. Jan. p. 60 

Ad readership will hold its own in 
1981 — Part 2 of report by Wesley Ros- 
berg (Part 1, Dec. 1980. p. 72) More issues 
are scheduled for readership research this 
year than ever before. Jan. p. 76 

Measuring the sports audience 
a problem to accurately measure the sports 
Jan. p. 90 


Something is 


It is 
audience (ATSI laule) 
Gnats and Dinosaurs 
greatly wrong with the way we buy tv 
(ATSI 
New proof of industria! ad values 
Cahners study of industrial ad values of- 


Nagel). Jan. p. 96 


fers new proof that advertising is directly 
tied to corporate profits. Feb. p. 64 
In defense of magazine simulations 


—Rules 
simulations ( Viewpoint 
111. 

No difference for indies — The Assn. 
of Independent TV Stations’ (INTV) new 
Burke audience study aims to put to rest 


for magazine audience 


Smith). Feb. p. 


proper 


some allegations that have hurt over the 
years. Mar. p. 78 
New Burke study: big plus for inde- 
pendents (tv). Mar. p. 90 
Measuring cable ty 
38. 
Questioning [tv| diary data — A first- 
Mar. 


8 ways. Mar. p. 


person experience (ATSI Taule) 
p. 106 
Doane Media Measurement Study 
In spite of flaws, a lot can be learned 
from it (ATSI 106 


Frank, Tim and Jay make ii a free- 


Harrison). Mar. p 


Contenders rise for $12 million 


prize. Apr. p. 70 


for-all 
syndicated research 
To cut or not to cut? In recession 
cutting ad budgets shouldn't even be a 
question (Rosberg). Apr. p. 74 
The Cape Town caper How audi- 
Africa (AWSI) 


ence research is done 
Apr. p. 80 

Wants Nielsen flow & % program 
viewed 
data from A. ¢ 


some new ( Viewpoint) 


A reasoned plea for additional 
Nielsen some old and 


Apr. p. 146 


Marketers target in on geo-demo- 
graphics — Geo-demographic research is 
coming into its own as advertisers look for 
ways to cut waste. July p. 46. 

Keep the magazine research mistakes 
out of cable (Viewpoint — Lehmkuhl). 
July p. 160. 

How to keep an eye on eye movements 
— New device for testing the effectiveness 
of ads. Aug. p. 44. 

Using PRIZM in the land of OZ — 
The PRIZM system leads to a more com- 
plete understanding of who our prospects 
are (ATSI —- Baer). Aug. p. 98. 

What’s the truth? Report on the New 
Orleans Research Symposium on audience 
research reveals that is is a universal prob- 
lem without an immediate solution. Sept. 
p. 70; Retort Nov. p. 220. 

Why city-size Nielsen and SAMI data? 

Without it the black market gets 
shortchanged ( Viewpoint Finley). Oct. 
p. 150 

Shouldn’t magazine readership be de- 
fined more realistically — A review of the 
audience measurement problems (ATSI — 
Papazian). Nov. p. 82 

No time for complacency 
need for new technology in media research 


There is a 


but we'll see no real breakthrough for 20 


years. (Spiegel). Nov. p. 118 





FREE NITINOL 
In cold water, Nitinol is easily 
bent, yet in warm water it snaps 
back to its original shape. If 
you would like a free stick of 
Nitinol, send a creative idea 
for its use and a self-addressed, 
stamped envelope to: 
Science Digest Nitinol 
P.O. Box 1575 
Radio City Station 
New York, NY 10019 
Offer ends October 30, 1981. The 
Nitinol sticks are courtesy of the 
Special Metals Corporation, a sub- 
sidiary of Allegheny International. 


This... 


Did this, 


It generated over 9,000 responses in less than 
three weeks. For your free sample of Nitinol, 
just send your name and address to 
Charlie Mandel, Publisher 
at Science Digest— 888 Seventh Avenue 
New York, N.Y. 10106) 


(This item appeared in the lower right hand 
corner of page 96 at the end of a Science Digest 
article on Nitinol. Nitinol is the exotic new 
miracle metal whose shape-memory allows it to 
expand and contract like a muscle, while 
releasing forces up to 55 tons per square inch 
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No easy tests for commercial wearout 
— There is still no simple answer. Dec. p. 
64. 


“As they see it’ columns 
on research by: 


Gabe Samuels — Subject: reach and 
frequency — Older media may have advan- 
tages that have been forgotten. Jan. p. 101. 

Helen Johnston — What went right in 
1980. Feb. p. 102. 

Bernard Guggenheim — Plethora of 
programing It’s falling from the sky. 
Mar. p. 102 

Phil Shiffman 

better opportunities New networks 
make for additional reach/potential. Apr. 
p. 104. 

Larry Kelley 
will be measured 
come to the forefront in research. May p 
93 

Helen Johnston 
How acceptable valida- 


Two + two networks 


lhe larger issue: what 
Lifestyle data must 


Magazine audience 
measurements 
tion may be achieved. June p. 98 

Bernard Guggenheim Who said 
magazines aren't dynamic? — The existing 
syndicated audience research studies do not 
do justice to the many, new, small circula- 
tion books. July p. 185 


Phil Shiffman — Fundamentals don’t 
ever change — Examples of basics that still 
hold true. Aug. p. 100. 

Gabe Samuels — Voodoo Media — A 
collection of myths (herein debunked) be- 
hind which one can hide when planning 
and buying media. Sept. p. 90. 

Larry Kelley — Problems with cable 
measures — It will be more complicated 
than previously anticipated. Oct. p. 108 

Bernard Guggenheim — Do birds of a 
feather flock togethdr? Using PRIZM for 
magazine analysis penalizes selective mag- 
azines. Nov. p. 90. 

Phil Shiffman — When does cable 
viewing cut network totals A look at 
cable measurement techniques in relation 
to network viewing. Dec. p. 92 


SOCIAL VALUES 

The new move to bridle television 
—Christian groups move to rid tv of sex 
and violence — Jan. p. 57. Update Oct. p 
56. 

Moral Majority’s plan to reform tele- 
vision. Mar. p. 44 

Focus on the human side 
media are focusing on personal problems 
(ATSI — Fraser). May p. 95. 

Morality and commitment. May p. 13 

Is sex just a family ‘‘affair’’? Living 


Farm 


arrangements are changing. Oct. p. 59. 

Areas of change in °82 
survey shows tv program areas that have a 
quality problem. Nov. (A) p. 102 


Decisions 


SUNDAY MAGAZINES 
Testing, testing, testing 
Sunday magazines in a test situation. Jan 
p. 60. 
New heatset offset process has adher 
ents among medium-circulation papers 


How to use 


who plan to publish their own local maga 
zines. Jan. p. 148 

Metro Life’s seven day media blitz 
Sunday magazines join network tv and 
cable in saturation effort to sell « new type 
of policy. May p. 72. 

Lenox’ spending spree in print —This 
all print chinaware advertiser is extending 
its budget by 40% in magazines and Sun 
day magazines. Aug. p. 74 

Florida paper upgrades Sunday mag- 
azine (Orlando Sentinel Star). Oct. p. 42 


TELEVISION 

How are cable homes different from 
non-cable — Nielsen findings. Jan. p. 40 

Ethan Allen furniture distributes syn 
dicated tv program on home decorating 
Jan. p. 46. 

Blue Nun finally kicks radio habit 





Hughes Aircraft 
Company 


Aerospace Corporation 

American Express 
Company 

American Telephone & 
Telegraph Company 
Aramco Services Company 

Atari Inc J&B Scotch 

Benson & Hedges JVC 

Leitz, Inc 

Marlboro 

Martelli Cognac 


Casio Inc 
Clarks of England 
Cutty Sark 


International Business 
Machines Corporation 
International Paper 


,anasonic 
Plymouth 
Porsche-Audi 
Proton 
Quasar Company 
RCA Corporation 
Rockwell International 
Sansui 
Sharp Electronics 

Corporation 
Smirnoff 


Science Digest people love life first ...and science a 
close second, because tirey know how intimately 
science and living the good life are related today. 
Maybe that's why they're so responsive...to life—its 
challenges and rewards —and incidentally, to 
Science Digest. For example, when we virtually 
buried the editorial blurb offering free samples of 
Nitinol to anyone who would suggest a potential 
use for the miracle metal over 9,000 Science Digest 
people responded in writing. Many went so far as 


to include elaborate schematics and drawings with 
their suggestions 

Clearly, their interest and participation in 
science, like their participation in and enjoyment 
of the good life, is anything but passive. And it 
is this inclination to react and respond, which sets 
our readers apart 


Smith Corona 
Technics 
TRW Inc 
Vector 
Volkswagen of America, Inc 
Western Electric 
Company, Inc 


Mattel Electronics 
Minolta Corporation 
Now Cigarettes 

Ohio Scientific, Inc 
Old Grand Dad 
Oldsmobile 

Onkyo USA 


Datsun 
Dewar’s 
Dodge 
Ford Motor Company 
Fuji Photo Film USA 
Grand Marnier 
Gulf Oil Corporation 
Response 
Isn't that what every advertiser wants from 
advertising? 


Now youdo. 


. SCIENCE 


Detroit: Laine Meyers 1780 Kensington, Bloomfield Hills, Michigan 48013 (313) 646-4386 aw « 
Los Angeles: R.L. Sage & Company, inc. Wilshire Tower, 2811 Wilshire Bivd., Suite 640 Santa Monica, California 90403 ee 


213) 829-7381 g . 


They know. 


(A partial listing of our advertisers ) 


Advertising Offices 
New York: 88% Seventh Avenue, New York, NY 10106 (212) 262-5700 Woody Katsoff, Advertising Director 
Chicago: | North Wacker Drive, Chicago, Illinois 60606 (312) 641-2770 Terence K. Reynolds, Midwest Advertising Manager 





—TV commercial depicts nun who really 
gets around. Jan. p. 46 

The new move to bridle tv — Christian 
groups intent on ridding tv of violence and 
sex are boycotting advertised products 
Jan. p. 57 

Testing, testing, testing 
tv in a test situation. Jan. p. 60 

Feast for gourmet marketers — Mag- 
azines are most popular medium, but tv has 


How to use 


its place. Jan. p. 62 

Negotiating network time — agency 
style Network tv negotiating is one of 
the business woiid’s most elaborate games 
Feb. p. 59 

No difference for indies vs. affiliates. 
Assn. of Independent Tv Stations’ (INTV) 
new Burke audience study aims to put to 
rest some age-old allegations. Mar. p. 78 

New Burke study: big plus for inde- 
pendents (Mediology). Mar. p. 90 

Moral Majority’s plan to reform tele 
vision. Mar. p. 44 

Don’t discount barroom viewers. Mar 
p 50 

Sears chases the wayward shopper 

Corporate campaign's media mix to in 
clude more national media including mag 
azines and network tv. Apr. p. 64 

Wants Nielsen flow and % program 
viewed Plea for new audience measures 
that would be usefu! to planners 
McSherry). Apr. p. 146 
Metro Life’s seven day media blitz 


( Viewpoint 


I'v, supps and cable are base media. May 
p. 72 

Advertisers scoff at ABC’s late night 
advocacy policy. June p. 59 

Has supermarket tv passed the test? 

Final reports are positive for On-Line 
Media’s experiment at checkout counters 
June p. 62 

Word processing’s fast track to 
growth Growth is fueled by ad pro 
grams in all media including network tv? 
June p. 70 

Syndicators split over barter’s impact 
on programing — Differences abound on 
use of barter and financing. June p. 76 

**. . . but we can’t afford it!’ — Small 
budget agri-advertisers can use tv if they 
are smart (ATSI — Gaylord). June p. 109 

Networks turn to old-timers 198 | 
82 network offerings include old, suc 
cessful shows (Viewpoint). June p. 116 

Creamer’s media mix Some exam 
ples of opportunistic tv buys. June p. 150 

Television is television is television 

Message from the INT V/Burke study is 
both timely and clear. June p. 216 

Sid Sax, easy Ryder Ryder Truck 
Rentals beams bulk of its ad budget toward 
tv reaching men primarily. July p. 40 

Television’s big worry Direct 
Broadcast Satellite (DBS) is feared by local 


broadcasters. July p. 42 


122 


Tv stations must sell time in Federal 
elections. Aug. p. 36 
Rich, but no easy mark 


product categories are going after the free- 


How new 


spending college market. Aug. p. 66 

Public tv’s identity crisis Federal 
withdrawal of support is forcing stations to 
look to ventures including ads. Aug. p. 68 
Why the networks will narrowcast 
To compete effectively, the major net- 
works must adjust their programing 
strategies. Aug. p. 7 
Out, damn spot! Jeffrey Martin 
Inc.’s media strategy is to infiltrate every 
segment of the marketplace with all media 
including net and spot tv. Aug. p. 76 

Appearing tonight: the ad hoc net- 
work The grow number of tempo 
rary, satellite-fed networks offer innovative 
options. Sept. p. 6. 

STEERIKE — When the baseball strike 
hit, most sponsors found other ways to 
spend their money. Sept. p. 64 

DeLorean rolls out his hot new car 


Introductory cat ) Starts this fall on 


~ 


network tv and | nes. Sept. p. 72 


Reducing aids on a media binge — Fat 


ter budgets in tv and magazines 
show up this year. Sept. | 

Why ‘‘indies’’ have hitched their 
wagon to programing How indepen 


dents fit into th broadcasting pic 
ture. Sept. p. 13¢ 
Can Parker write-off the competition? 


Two-million dollar paign (spot tv and 


print) used by Pa effort to regain 


number one sp O | } 
Viewing by non-ty owners: findings 
and implications Some non-owners 
view more than ¢ rs (ATSI Papa 
zian). Oct. p. 82 

There’s a satellite in your future 


Bob Wold expla 


} 


hy satellites will be 
a key factor in radi tv media plans in 
1982. Nov. (A) p. & 
Areas of change in ’82 What adver 
tisers and agencies say about control of ex 
cesses In tv progra! Nov. (A) p. 100 
More networks news spells relief for 
agencies Agen action to expanded 
news 1s favorable 
being asked. Nov. p. ¢ 
Why RJR’s in-house media move paid 


off How R. J. Reynolds evaluates 


yme questions are 


broadcast medi: chewing and pipe 


tobaccos. Nov. p + 
Walter Reichel 


> 


networks Recommendation to invest 


led Bates] vs. the tv 
5% of all package s clients’ budget in 
superstations. Nov. p. 68 

Media 


twork and spot tv 


Crayola draws a new image 
switched from print t 
to reach target aud of children and 
their parents. Nov. p 

Rent-a-car marketers step on the gas 


Media strates employ all major 


media with greatest emphasis on tv — spot 
vs. network is divided issue. Nov. p. 72. 

The impact of pay cable on network 
delivery The Ted Bates analysis of the 
effect of pay tv on national audiences 
(ATSI — Kaplan). Nov. p. 88 

More video surprises a forecast of 
some tv developmental surprises beyond 
cable. Nov. p. 110 

Who controls the airwaves? FCC’s 
proposal to repeal the Fairness Doctrine 
poses First Amendment questions about 

cess to the airwaves. Dec. p. 53 

Program stunting: now you see it, now 
you don’t Last minute changes are a 
headache for buyers, but also hold some 
advantages. Dec. p. 56 

One giant step for videotex CBS's 
1982 videotex experiment has broad ram- 
ifications for the new technology: AT&T is 
staking out its turf. Dec. p. 58 

Why Wang is sold on tv 


tv to build name recognition and to out- 


Wang uses 


smart competitor IBM. Dec. p. 62 
The changing face of tv in the 1980's 
ATSI Papazian). Dec. p. 74 


“As they see it” columns 
on television by: 


Madeline Nagel — Gnats and Dinosaurs 
Something is greatly wrong with the 
way tv is bought. Jan. p. 96 
Marcelia Rosen Good news/bad 
news Review of happenings, both good 
ind bad, for network tv. Feb. p. 98 
Sheldon Taule 


data A first person story. Mar. p. 106 


Questioning diary 
Joe Sutton — Why are the networks af 
raid of cable? Other media can be af 
fected also. Apr. p. 102 

Roger C. Bumstead 


expanding outer limits New way of 


Telev sion § 


looking at over-the-air-tv audiences. May 
p. 86 
John Meskil 
May hurt more this fall. June p. 86 


Strike hurt tv last year 
Joseph Greenberg The proverbial 
forbidden fruit creativity A step-by 
step plan to bring the future closer to the 
present. July p. 170 

Laurel Baer Using PRIZM in the 
land of Oz The PRIZM system leads to 
your prospects. Aug. p. 98 

Madeline Nagel [wo for the price of 
one Vetting parents and children sold 
with one effort is difficult. Sept. p. 96 

Marcella Rosen Under the micro 
scope Unlike magazines, television has 
been spared close scrutiny but things 
will change. Oct. p. 106 

Sheldon Taule PTAR repeal A 


look at the pros and cons of the Prime Time 
Access Rule. Nov. p. 106 
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